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The	 objective	 of	 this	 study	 was	 to	 develop	 a	 process	 that	 could	 help	 e-business	 start-ups	 to	
determine	if	it	is	worth	taking	on	the	challenge	of	continuing	with	the	start-up.	By	answering	the	
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of	 the	 previous	 century.	 This	 created	 a	 technological	 revelation	 that	 benefitted	 not	 only	 large	
enterprises	 and	 national	 economies,	 but	 also	 small	 first-time	 entrepreneurs	 and	 individual	
consumers.	All	these	new	technologies	that	came	with	the	internet	created	a	new	environment	for	
businesses	to	work	in,	called	the	e-environment.	This	was	made	possible	by	the	fact	that	the	internet	




The	 user	 base	 of	 the	 e-environments	 consists	 mostly	 of	 millennials1.	 Millennials	 are	 generally	
considered	to	be	the	“now”	generation	because	of	their	 fast-paced,	technology-enabled	 lifestyle	
and	how	they	demand	products	instantaneously.	Globally,	millennials	spend	an	average	of	six	hours	
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By	 evaluating	 the	 idea	 better,	 the	 start-up	 can	 reduce	 failure	 rate	with	 thorough	 research	 and	
customer	feedback.	
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endeavours”	 (Claase,	 2012).	 To	 understand	 this	 definition	 an	 endeavour	 can	 be	 defined	 as	 any	
future	project	or	organisation	that	 is	studied	for	 its	prospective	feasibility	(Palvia	&	Palvia,	1988;	
Brockman,	2008;	Bowen	et	al.,	2009;	Claase,	2012).	
1.2 Problem statement 




It	 is	difficult	to	measure	the	success	of	a	start-up	when	it	 is	still	 in	the	idea	phase.	This	can	be	a	
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1.4 Research methodology 
This	 section	 describes	 and	 explains	 the	 research	 design	 used	 as	 well	 as	 the	 research	 domains	
investigated.	 The	 difference	 between	 a	model	 and	 a	 framework	 as	well	 as	 the	 reason	why	 this	
research	mad	use	of	a	framework	instead	of	a	model	are	discussed.	The	research	design	map	was	
developed	 as	 proposed	 by	Mouton	 (2011).	 This	 provides	 a	 detailed	 description	 of	 the	 research	
design	as	well	as	the	types	of	research	that	were	conducted.	Together	with	the	research	design,	the	
research	 domains	 that	were	 investigated	 are	 discussed	 and	 indicated	 in	 Figure	 4.	 The	 research	
domains	show	what	the	basis	literature	is	discussed	as	well	as	how	these	domains	are	connected.		
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Figure 1 - Research design classification adapted from Mouton (2011) 
When	looking	at	the	at	the	first	two	dimensions	of	the	research	design	classification	in	Figure	1,	the	
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Figure 2 - Mapping design adapted from Mouton, (2011) 
The	research	study	used	two	types	of	data,	both	textual	and	numerical.	This	hybrid	data	collection	
approach	 can	 be	 explained	 by	 three	 different	 types	 of	 data	 collection.	 Firstly,	 the	 existing	 non-
empirical	data	was	obtained	by	a	literature	review	and	secondly	the	primary	data	was	collected	in	
the	validation	chapter	of	the	research	through	semi-structured	interviews.		




results	 obtained	 from	 the	 illustrative	 case	 study	 that	 also	 tests	 the	 implementation	 of	 the	
framework.		
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contextual	 knowledge	 of	 the	 bigger	 problem.	 Now,	 the	 smaller	 sub-problems	 can	 be	 solved	 by	
smaller	sub-solutions.	These	sub-solutions	can	be	used	to		solve	the	initial	problem.	
The	 methodology	 of	 creating	 this	 framework	 followed	 a	 system	 engineering	 approach.	 This	
approach	 started	 with	 an	 in-depth	 literature	 study	 that	 was	 conducted	 to	 identify	 a	 set	 of	







Figure 3 - Systematic engineering approach 
1.4.2 Research domains 
As	seen	in	Figure	4,	there	are	three	main	research	domains,	e-businesses,	start-ups	and	feasibility	









review Requirements Framework Validation Refine
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Figure 4 - Research domains 
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1.4.3 Model versus framework 
A	model	approach	and	a	framework	approach	are	not	completely	different	from	each	other,	but	
























• Time	 prevented	 a	 longer	 and	more	 thorough	 validation	 process.	 The	 framework	 can	 be	
implemented,	but	the	time	constraints	limited	the	validation	to	a	short	period.	
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Chapter	 6	 consists	 of	 the	 verification	 process	 as	well	 as	 the	 validation	 process.	 The	 verification	
process	will	 check	 if	 the	 framework	 fulfilled	 all	 the	 requirements	 and	 the	 validation	 process	 by	
summarising	the	round	of	 interviews.	The	final	chapter	of	the	study	consists	of	a	conclusion	and	
recommendations	regarding	the	research.		
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Figure 5 - Chapter layout and sub-research question allocation 
• This chapter provides an overview of the research area along with the problem
statement and research objectives. Research characteristics such as the
limitations, scope and an outline of the document are also provided.
Chapter	1:																																																						
Introduction
• This chapter focusses on the literature behind all the sections of this research,




• This chapter integrates all three research domains to find the components that
will determine the feasibility of e-business start-ups.
Chapter	3: Sub-research	questions:
Integrative	research v.
• This chapter presents and explaines the requirements that were subjectively




• This chapter explains the creation process of the framework as well as the
framework itself with an illustrative case study.
Chapter	5: Sub-research	questions:
Framework vii.
• This chapter shows the verification process as wel as the validation that consists
of a round of interviews.
Chapter	6: Sub-research	questions
Verification	and	validation viii.	&	ix.
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importance	of	 each	 research	 field	 in	 terms	of	 the	 framework.	 Figure	 6	 summarises	 the	 chapter	
layout	and	mentions	the	sub-research,	as	seen	in	Section	1.3	that	is	addressed	in	this	chapter.	
	
Figure 6 - Chapter 2 layout adapted from Figure 5 
2.1  E-business 
Section	 1.4.2	 describes	 the	 research	 method	 with	 the	 focus	 on	 certain	 domains.	 This	 section	
focusses	 on	 the	 e-business	 domain	 by	 giving	 a	 broad	 over	 view	 of	 e-businesses	 as	 well	 as	 by	
providing	the	requirements	needed	to	create	the	framework	from	this	section.	
	
Figure 7 - First step from Figure 4 in the literature development process  
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them	 from	hybrid	 e-businesses.	 Examples	of	 hybrid	 e-businesses	 include	Amazon,	Geekfuel	 etc.	
(Ungerer,	2015).	
2.1.1 E-business environment 
The	creation	of	the	internet	and	the	network	economy	was	one	of	the	most	influential	milestones	
of	 the	 previous	 century.	 Creating	 a	 technological	 revelation	 that	 benefitted	 not	 only	 large	
enterprises	 and	 national	 economies,	 but	 also	 small	 start-up	 entrepreneurs	 and	 individual	
consumers.	This	was	made	possible	by	the	fact	that	the	internet	simplifies	almost	every	aspect	of	




of	 pertinent	 information,	 (2)	 it	 has	 given	 the	 consumer	 an	 whole	 new	 range	 of	 new	 digital	
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to	 be	 more	 flexible,	 efficient	 and	 multifaceted.	 On	 top	 of	 this,	 the	 internet	 also	 allows	 an	
organisation	to	connect	with	customers	on	a	deeper	level.	The	change	that	the	internet	has	brought	
to	 organisations,	 even	 resulted	 in	 changing	 the	 structures	 of	 organisations.	 This	 resulted	 in	
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2010).	 The	 significant	 cost	 and	 accessibility	 benefits	 that	 cloud	 computing	 holds,	 are	 extremely	
beneficial	for	e-business	start-ups.	By	moving	a	business	or	consumer’s	data	storage	and	computing	
capabilities	online	or	 to	“the	cloud”,	 it	 is	no	 longer	necessary	 to	purchase	servers,	 software	and	
other	 IT	 infrastructure.	 The	 necessary	 functions	 or	 applications	 can	 simply	 be	 acquired	 online	
(Manyika	&	Roxburgh,	2011;	Chesbrough	&	Brunswicker,	2013;	Ungerer,	2015).	
The	 aforementioned	 benefits	 that	 the	 internet	 provide	 have	 created	 a	massive	 rise	 in	 internet	
technology	 adoption.	 There	 are	 about	 two	 billion	 people	 connected	 to	 the	 internet	 globally	
(Manyika	 &	 Roxburgh,	 2011)	 and	 the	 size	 of	 the	 Internet	 economy	 in	 2010	 in	 the	 20	 major	
economies	of	the	world	(also	known	as	the	G-20	economies)	alone	was	almost	$2.3	trillion	(Dean	et	









maturity	 (Manyika	 &	 Roxburgh,	 2011;	 Ungerer,	 2015).	 Internet	maturity	 can	 be	 defined	 as	 the	
extent	 of	 a	 country’s	 Internet	 access	 to	 infrastructure	 and	 internet	 usage,	 that	 accounts	 for	 a	





started.	The	amount	of	 technological	 innovations	and	new	businesses	that	are	still	very	 likely	 to	
emerge	are	endless.	Not	to	mention	the	expansion	potential	provided	by	the	internet’s	ability	to	
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connect	 people	 and	 things	 and	 engage	 with	 customers	 on	 a	 much	 deeper	 level	 (Manyika	 &	
Roxburgh,	2011;	Ungerer,	2015).	




improve	 lives	 and	 enable	 consumers	 to	 make	 improved	 decisions	 in	 the	 future	 (Manyika	 &	
Roxburgh,	2011;	Ungerer,	2015).	




2.1.2 E-business versus technology businesses 
There	 is	a	common	misperception	between	e-businesses	and	 technology	businesses.	Both	 these	





2.1.3 E-business customer life cycle 
Before	looking	at	e-business	metrics,	it	is	important	to	understand	how	the	customer	life	cycle	of	
an	e-business	works.	E-businesses	has	become	customer	life	cycle–centric	and	this	is	because	the	
whole	 product-centric	 mind-set	 has	 changed	 to	 a	 much	 more	 customer-centric	 mind-set.	 The	
customer	 life	 cycle	 helps	 to	 understand	 what	 are	 most	 important	 metrics	 to	 track	 and	
measurements	are	more	important	than	other	for	an	e-business	(Cutler	&	Sterne,	2000).	
Another	important	factor	when	it	comes	to	e-business	metrics	and	measurements,	is	the	fact	that	
without	 a	 clear	 understanding	 or	 definition	 of	 a	 user	 or	 online	 visit,	 customers	 can	 sometimes	
become	invisible	and	this	makes	tracking	their	movement	impossible.		A	very	simple	way	to	look	at	
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paying	 customer.	This	 customer	must	have	a	 retention	 ratio3	and	ultimately	 the	 customer	must	
become	a	loyal	company	advocate	(Cutler	&	Sterne,	2000;	Reichheld	&	Schefter,	2000).	
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Simply,	 the	customer	acquisition	cost	 is	 the	cost	of	convincing	a	potential	 customer	 to	use	your	
product	or	service.	It	is	a	vital	metric	that	e-businesses	must	track	and	it	is	one	of	the	metrics	that	
investors	often	look	at,	before	investing	in	a	e-business	start-up	(Hughes,	2015).	
2.1.6 E-customer behaviour 
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These	metrics	 are	 all	 aimed	 at	 a	 different	 segment	 of	 an	 e-business,	 namely	 providing	 enough	





2.1.7 E-business framework requirements 
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Section	 1.4.2	 described	 the	 research	 method	 with	 the	 focus	 on	 certain	 domains.	 This	 section	
focusses	on	the	start-up	domain	by	giving	a	broad	overview	of	start-ups	as	well	as	by	providing	the	
requirements	needed	to	create	the	framework	from	this	section.	
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Figure 9 - Second step from Figure 4 in the literature development process  
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management	 techniques	 relied	 on	 a	 long,	 stable	 operating	 history	 and	 a	 relative	 stable	
environment.	However,	for	start-ups	it	is	impossible	to	have	these	features,	thus	making	planning	
and	 forecasting	 very	 inaccurate.	 Another	 problematic	 approach	 that	 start-ups	 adopt	 after	 the	
traditional	methods	fail,	is	the	“just	do	it”	approach	(Ries,	2011).		
It	is	difficult	to	manage	a	start-up	with	all	the	uncertainty	and	change	that	there	is	from	the	start,	
however	 it	 is	very	 important	that	even	something	as	dynamic	and	exciting	as	a	start-up	must	be	
managed	(Ries,	2011).		





big	 factors	 like	 limited	preparation	and	 information	 are	 key	 in	 the	 failure	of	 start-ups	 (Ungerer,	
2015).	
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Figure 10 - Change of a start-up (Ries, 2011) 
A	start-up	can	be	seen	as	a	portfolio	of	different	activities	that	all	work	simultaneously:	acquiring	
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2.2.3 Start-up founder 
















Start-up	 founders	 can	 have	 various	 educational	 backgrounds,	 making	 it	 very	 difficult	 for	 some	
founders	to	start	a	start-up.	Therefore,	a	lot	of	start-ups	have	more	than	one	founder.	When	more	
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than	one	person	 founds	a	start-up,	 they	are	 referred	 to	as	co-founders.	Start-up	 founders	often	
found	a	start-up	together,	because	the	different	expertise	of	each	co-founder	can	improve	the	start-
up's	survival	(Fairbrothers	&	Gorla,	2013).		
2.2.4 Start-up incubator 
Start-up	 incubators	 started	as	 flexible	workspace	 that	helped	 small	 companies	by	offering	 them	
discount,	but	the	model	has	since	changed	completely.	Now	start-up	 incubators	are	designed	to	

















The	 goal	 of	 an	 incubator	 can	 also	 be	 explained	 as	 to	 decrease	 the	 chance	 of	 a	 start-up	 to	 fail	
(Chapman	&	Hannon,	2001).	The	incubator	will	achieve	this	goal,	by	making	available	the	incubator	
liaison	officer,	whose	role	is	to	nurture	the	start-up	by	helping	them	with	their	different	needs	and	
connecting	 them	to	 the	network	 in	 the	 incubator	 that	will	 supply	 support	 (Chapman	&	Hannon,	
2001).	 Liaison	 managers	 are	 employees	 for	 the	 incubator	 and	 has	 different	 educational	
backgrounds.	This	means	that	there	is	no	specific	guideline	what	an	incubator	liaison	officer	needs	
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capital	 financing.	The	seed	capital	phase	 is	 the	type	of	 investment	that	early	stage	start-ups	use	
(Kanniainen	&	Keuschnigg,	2004).	Seed	capital	or	seed	funding	can	come	in	different	forms,	such	as	
bank	 loans,	 crowdfunding,	 credit	 cards	 or	 even	 the	 start-up	 founders	 own	 investment	 (Truong,	
2017).		




2.2.6 Start-up framework requirements 
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The	 framework	 should	 be	 considered	 as	 a	 decision-making	 tool	 for	 the	
user	of	the	framework.	
User	requirement		







The	 framework	must	provide	enough	 information	 to	help	an	e-business	
start-up	determine	what	it	will	take	to	potentially	be	feasible.	
Functional	requirement	







The	 framework	 does	 not	 guarantee	 that	 an	 e-business	 start-up	 that	 is	
potentially	feasible	will	be	successful.		
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Figure 11 - Third step from Figure 4 in the literature development process  
 






mostly	 or	 completely	 online,	 rely	 entirely	 on	 the	 internet	 for	 the	 success	 of	 the	 business,	 and	
conducts	business	online	or	electronically”	(Ungerer,	2015).	
2.3.2 How an e-business can help or worsen start-up survival 
According	 to	 Ungerer	 (2015),	 digital	 products	 and	 information	 services	 are	 becoming	 more	
significant	to	the	economy	every	day.	Small	firms	are	using	these	products	and	services	to	create	
opportunities	 that	 were	 not	 easily	 accessible	 or	 even	 possible	 earlier.	 As	 mentioned	 earlier	 in	
Section	2.1.1,	cloud	services	make	it	much	simpler	and	much	cheaper	to	start	an	e-business.	The	
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Figure 12 - Growth and exports of SME’s adapted from Manyika and Roxburgh (2011) 
In	South	Africa,	there	are	about	410,000	SME’s	and	63	percent	of	these	SME’s	have	a	website.	27	




to	be	 in	danger	of	 losing	out	 to	big	sales	channels,	by	making	themselves	 irrelevant	 to	different	
customers	segments	(Ungerer,	2015).		
It	 is	 clear	 that	 internet	 technologies	 can	make	an	 instrumental	 difference	 in	 the	modern-day	e-
economy.	 In	 order	 to	 enhance	 the	 survivability	 of	 start-ups,	 they	 should	 utilise	 internet	
technologies.	 Even	 businesses	 that	 have	 been	 established	 can	 benefit	 from	 using	 internet	
technologies	(Ungerer,	2015).	Although	making	use	of	 internet	technologies	will	 improve	a	start-
ups	 chances	of	 survival,	 it	 does	not	mean	 that	 every	 e-business	 start-up	will	 be	 successful.	 It	 is	
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2.3.3 The effect of the internet on strategy – E-business competition 
The	internet	influenced	business	in	various	ways.	The	economy	was	not	just	affected,	it	changed	












services.	 Even	 though	 there	 are	 several	 differences	 between	 the	 old	 economy	 and	 the	 new	
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key	 factors	 in	 the	 digital	 environment,	 namely	 innovation,	 speed	 and	 surprise	 (Ungerer,	 2015).	
These	 three	 factors	 and	 the	 risk	 of	 becoming	 obsolete	 are	 not	 just	 applicable	 for	 established	
businesses,	but	also	for	e-business	start-ups.	
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2.3.4 Where in the business chain does a start-up fit in? 











The	first	stage	of	 the	business	 life	cycle	 is	known	as	the	development	or	seed	stage.	During	this	
stage,	the	business	is	just	an	idea	and	it	must	be	determined	if	this	idea	viable	and	has	potential.	
This	stage	consists	of	research	and	testing.	Getting	advice	and	opinions	from	as	many	sources	as	
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changing	your	product	or	service	according	 to	 the	 initial	 feedback	of	paying	customers.	 In	some	
cases,	not	only	the	product	or	service	must	be	adjusted,	but	even	the	business	model	must	change	
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things	 is	very	 important	and	knowing	in	which	stage	the	business	 is	at	all	times,	 is	crucial	 (Chen,	
2014).	
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2.3.5 E-business start-up framework requirements 
The	following	requirements,	as	presented	in	Table	4,	were	derived	from	the	literature	in	Section	2.3.	
These	requirements	will	be	used	to	serve	as	the	building	blocks	for	the	framework.	










2.4 Feasibility study 
Section	 1.4.2	 describes	 the	 research	 method	 with	 the	 focus	 on	 certain	 domains.	 This	 section	
focusses	on	the	feasibility	study	domain	by	giving	a	broad	over	view	of	feasibility	studies	as	well	as	
by	providing	the	requirements	needed	to	create	the	framework	from	this	section.	
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Figure 13 - Fourth step from Figure 4 in the literature development process  
There	are	many	different	definitions	and	explanations	of	what	a	feasibility	study	entails	and	what	
the	purpose	of	 a	 feasibility	 study	 is.	 The	word	 feasibility	 is	 derived	 from	 feasible,	which	 can	be	
described	as	capable	of	being	done	or	accomplished.	A	feasibility	study	is	a	study	that	tries	to	prove	
if	something	is	feasible	by	compiling	a	formal	document	that	summarises	the	results	of	the	analysis	
and	 evaluations	 conducted	 to	 review	 the	 business.	 It	 also	 provides	 results	 of	 research	 done	 on	
alternatives	 as	well	 as	 recommendations.	 The	 feasibility	 study	 describes	 and	 supports	 the	most	
feasible	solution	applicable	 for	 the	business	 (Feasibility.pro	–	Learn	Feasibility	Study,	Real	Estate	
Finance	and	Excel	Online,	2016).	Hoagland	and	Williamson	(2000)	uses	the	questions	 in	Sections	
2.4.1,	2.4.2	and	2.4.3	to	help	explain	what	a	feasibility	study	entails.		




2.4.2 Why do a feasibility study? 
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According	 to	 Claase	 (2012),	 a	 feasibility	 study	 is	 a	 tool	 that	 helps	 an	 endeavour	 realise	 its	
prospective.	With	an	endeavour	defined	as	any	future	project	or	organisation	that	is	studied	for	its	




Figure 14 - The developmental process of an endeavour (Claase, 2012) 
Claase	(2012)	also	states	that	no	one	has	articulated	a	general	feasibility	design	method.	There	are	
also	no	guidelines,	 general	 standards	or	even	 requirements	on	 feasibility	 study	design	 (Palvia	&	
Palvia,	1988;	Claase,	2012).	As	mentioned	before,	a	feasibility	study	can	have	more	than	one	aim,	
but	for	this	study	the	aim	of	a	feasibility	study	is	defined	in	Section	1.1	by	(Palvia	&	Palvia,	1988;	
Claase,	2012).	The	aim	of	any	feasibility	study	 is	 to	examine	and/or	evaluate	the	possible	 future	
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between	 a	 feasibility	 study	 and	 a	 business	 model.	 The	 rest	 of	 this	 chapter	 describes	 the	 core	
principles	of	a	feasibility	study	as	well	as	the	core	elements	of	a	feasibility	study.		
2.4.4 Pilot study versus feasibility study 
Pilot	studies	and	feasibility	studies	are	often	confused	with	each	other.	These	studies	have	similar	






study	 procedures,	 estimation	 of	 parameters,	 validity	 of	 tools	 etc.(Ioannidis	 et	 al.,	 2005).	When	
conducting	a	pilot	study,	the	author	is	often	confronted	with	the	problem	that	the	readers	will	not	
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Table 5 - Literature search with keywords feasibility and pilot (Ioannidis et al., 2005) 
	
According	to	Lancaster	et	al.	(2010),	even	when	the	study	was	repeated	between	2007	and	2008,	
the	 reporting	 of	 pilot	 studies	 was	 still	 very	 poor.	 Pilot	 studies	 are	 also	 often	 confused	 with	
Randomised	controlled	trials	(RCTs)	and	this	effected	the	reporting	as	well	as	the	quality	of	pilot	
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focussed	 on	 the	 process	 of	 the	main	 study	 and	 not	 on	 the	 possible	 outcome.	 The	 data	 that	 is	
determined	by	the	pilot	study	can	be	used	to	help	the	main	study	in	some	cases.		
In	conclusion	pilot	studies	are	very	poorly	reported	and	they	focus	on	the	hypothesis	testing	that	is	





2.4.5 Feasibility study versus business model 
A	 good	 business	 model	 remains	 essential	 to	 every	 successful	 organisation,	 whether	 it’s	 a	 new	
venture	or	an	established	player	(Magretta,	2002).	It	is	clear	that	a	business	model	is	a	vital	part	of	
a	successful	business,	because	it	provides	a	structure	to	certain	aspects	of	a	strategy	and	it	shows	
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common	 factors	 that	 applies	 to	 every	 business	 model:	 business	 models	 assumes	 a	 bottom-up	
analysis	of	the	fundamentals	within	each	company,	as	to	determine	the	normal	course	of	how	a	firm	
“does	 business”;	 the	 business	 model	 is	 used	 as	 a	 primary	 source	 of	 new	 information	 that	

























• Key	partnerships	describe	 the	network	of	 suppliers	and	partners	 that	make	 the	business	
model	work.	
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Figure 15 - Business model canvas (Osterwalder et al., 2009) 
To	explain	how	the	business	model	canvas	can	also	be	used	to	determine	feasibility,	the	business	
model	canvas	is	separated	into	3	parts	as	seen	in	Figure	16.	
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Due	 to	 the	 lack	 of	 clear	 guidelines	 and	 set	 our	 principles	 for	 feasibility	 studies,	 the	 conceptual	
elements	cover	a	very	broad	field.	These	elements	are	not	just	vague,	but	also	outdated	for	most	
reliable	sources.	One	of	the	more	complete	feasibility	study	templets	were	designed	by	(Behrens	&	
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• Summarise	all	 the	market	research	 including	business	environment,	target	market,	target	
segmentation,	channel	of	distribution,	competition	and	life	cycles	
• List	the	annual	data	on	demand,	like	quantities,	prices	and	supply	
• Outline	 the	 marketing	 strategies	 for	 achieving	 the	 project	 objective	 and	 explain	 the	
marketing	concept	
• Make	assumptions	and	calculate	the	revenue	and	elements	of	projected	sales	
• Think	 about	 possible	 impacts	 on	 the	 supplies,	 location,	 environment,	 production	
programme,	technology	etc.	
A	list	of	the	location	and	the	environment:	
• Identify	 the	 location	of	 the	 start-up,	as	well	as	 the	ecological	and	environmental	 impact,	
socio-economic	policies,	incentives	and	constrains	
• Describe	the	significant	cost	relating	to	the	location	and	site	
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2.4.7 Core principles and importance of a feasibility study 
A	feasibility	study	can	be	seen	as	the	first	stage	of	a	product	or	service	life	cycle,	with	the	aim	to	
examine	 the	 viability	 of	 the	 project,	 product	 or	 service	 (Overton,	 2007).	 The	 feasibility	 study	
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Table 6 - Enduring characteristics and secondary issues of a feasibility study (Overton, 2007) 
Enduring	characteristics	 Secondary	issues	









4.	 Situation	 analysis,	 history	 and	
background	 of	 the	 product/service,	
industry	and	the	organisation	
4.	 How	 committed	 are	 users	 and	 management	 to	
achieving	the	stated	business	objectives?	
5.	 Identifying	 the	 statutory	 and	
mandatory	requirements	
5.	 Appointing	 analyst(s)	 to	 conduct	 the	 initial	
assessment.	
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Enduring	characteristics	 Secondary	issues	
6.	 The	 aims,	 goals	 and	 objectives	 of	
pursuing	the	opportunity	
6.	Producing	a	 schedule	 for	 the	 feasibility	 study	and	







9.	 Appointing	 a	 research	 team	 based	 on	 the	
preliminary	study	to	conduct	the	feasibility	study.	













14.	 Estimation	 of	 customers	 and	
potential	revenues	
14.	When	 is	 the	best	 time	 for	 the	 campaign	 to	 take	
place?	
15.	Critical	success	factors	 15.	Where	will	the	financial	support	come	from?	
16.	 Determination	 of	 competitive	
advantage	
16.	What	is	a	feasible	goal	for	the	project?	
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Enduring	characteristics	 Secondary	issues	
17.	 Barriers	 to	 entry,	 education,	
distribution	channels,	costs	
17.	 Do	 you	 have	 a	 business	 plan	 for	 this	 project,	
product	or	service?	























state	 exactly	 what	 it	 intends	 to	 achieve.	 This	 long	 list	 of	 characteristics	 also	 emphases	 the	
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2.4.8 Feasibility study framework requirements 
The	following	requirements,	as	presented	in	Table	7,	were	derived	from	the	literature	in	Section	2.4.	
These	requirements	will	be	used	to	serve	as	the	building	blocks	for	the	framework.	
Table 7 - Feasibility study framework requirements 
Type	requirement	 Requirement	
Functional	requirement	









2.5 Conclusion to Chapter 2 
This	chapter	explored	the	different	research	domains	separately	to	provide	the	base	of	the	literature	
for	the	research	study.	Enough	information	was	provided	for	the	author	to	integrate	all	the	research	
domains	 and	 conceptualise	 the	 literature	 where	 the	 domains	 overlap	 in	 the	 next	 chapter.	 The	
necessary	framework	requirements	used	as	the	building	blocks	of	the	framework	can	be	created	
from	the	literature	in	Chapter	2	and	Chapter	3.	
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Figure 17 - Chapter 3 layout adapted from Figure 5 
As	seen	in	Figure	17,	this	section	integrates	all	three	research	domains	to	find	the	components	that	
will	 provide	 the	 feasibility	 of	 e-business	 start-ups.	 Figure	 18	 illustrates	 the	 integration	 of	 the	
research	domains.	
	
Figure 18 - Final step from Figure 4 in the literature development process  
The	 overlapping	 area	 of	 the	 three	 domains	 has	 little	 to	 no	 existing	 literature.	 Thus,	 the	 three	
domains	were	placed	 into	context	 through	 the	 interpretation	of	 the	author.	Chapter	2	provided	
literature	about	the	three	domains	that	was	used	to	determine	the	important	components	for	the	
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3.1 The start-up idea and basic background 




















for	 the	 customer	 or	 to	 satisfy	 their	 specific	 needs	 and	 describe	 the	 combination	 of	 elements,	
products	 and	 services	 that	 creates	 value	 for	 a	 customer	 segment.	 A	 list	 of	 examples	 that	 can	
contribute	 to	 value	 creation	 can	 be	 seen	 in	 Table	 8.	 These	 are	 not	 the	 only	 examples	 that	 can	
contribute	to	value	creation,	but	these	examples	can	serve	as	a	guideline	when	looking	to	find	the	
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Table 8 - Value creation examples 
Value	creation	 Description	
Newness	
Newness	 refers	 to	 value	 offerings	 that	 satisfy	 an	 entirely	 new	 set	 of	
needs	that	customers	possibly	did	not	even	perceive	they	had.	Newness	









Customisation	 refers	 to	 tailoring	 products	 and	 services	 to	 the	 specific	
needs	 of	 individuals	 or	 customer	 segments.	 Recently,	 mass	





particular	 jobs	done,	 thereby	creating	value	 for	 them	(Osterwalder,	et	
al.,	2009).	
Design	
Design	 is	 another	 element	 that	 can	 lead	 to	 value	 creation,	 but	 this	
element	is	often	difficult	to	measure	(Osterwalder	et	al.,	2009).	It	may	
refer	to	aesthetic	stylising	to	fit	with	newer	fashion	trends,	but	on	a	more	
functional	 level,	 it	 may	 also	 refer	 to	 designing	 for	 modularity	 of	
components,	 designing	 for	 fewer	 components	 to	 ease	 assembly,	 and	
designing	for	environmental	friendliness.	
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or	 status	 (Osterwalder,	et	 al.,	 2009).	 Customers	may	want	 to	 express	
themselves	 through	a	brand	and	 intentionally	or	unintentionally	 show	
society	 certain	 aspects	 of	 themselves.	 Wearing	 a	 Rolex	 for	 instance,	
could	 signify	 that	 a	 customer	 wants	 to	 be	 perceived	 as	 rich.	 Buying	
organic	 food	 at	 Woolworths	 on	 the	 other	 hand	 could	 signify	 that	 a	







element	 that	 creates	 customer	 value	 (Osterwalder	 et	 al.,	 2009).	 An	





level	 agreements	 also	 create	 value	 for	 customers(Osterwalder	 et	 al.,	
2009).	
Accessibility	
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3.1.2 Start-up background 










at	 the	 following:	 1)	 the	 dates	 of	 essential	 events	 in	 the	 start-ups	 history,	 like	 the	 start	 of	 the	
development	of	the	technology	that	the	e-business	start-up	uses;	2)	all	the	information	about	these		















Stellenbosch University  https://scholar.sun.ac.za
Integrative research	
59 | P a g e  
 
3.2 Market feasibility 
The	 insights	 provided	 in	 this	 section	 were	 synthesised	 from	 the	 elaborative	 research	 done	 for	
sections	 2.1.1,	 -	 2.1.6	 and	 2.4.6.	 This	 section	 provides	 the	 authors	 conceptualization	 of	market	
feasibility	for	an	e-business	start-up.	
The	market	 section	of	 the	 feasibility	 study	 is	very	 important	and	 links	directly	with	 the	 financial	
section.	The	main	 focus	of	 the	market	 section	of	a	 feasibility	 study	 is	 to	determine	 the	demand	
analysis.		
3.2.1 Demand analyses 
















A	good	example	 can	be	 the	automobile	market.	When	 referring	 to	 the	automobile	market,	 it	 is	
referred	 to	 a	 large	 market	 that	 consists	 of	 different	 smaller	 submarkets	 or	 segments.	 The	
automobile	market	can	be	divided	in	various	submarkets,	like	the	class	of	car	different	consumers	
want.	This	characteristic	can	be	divided	into	at	least	four	different	segments:	family	cars,	sports	cars,	
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economy	 cars,	 commercial	 cars,	 etc.	 The	 process	 of	 breaking	 down	 up	 a	 market	 into	 smaller	
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Demographic	 segmentation	 together	 with	 geographic	 segmentation	 are	
most	 commonly	 used	 bases	 for	market	 segmentation.	 Variables	 such	 as	






segmentation,	 uses	 cities,	 countries,	 regions	 or	 trade	 areas	 as	 basis	 of	






market	 that	 can	be	 segmented	 in	market	 segments	 like	 flavour,	 product	
appearance,	brightness	of	teeth,	decay	prevention	and	price.	Each	of	these	
benefit	segments	is	composed	of	consumers	with	different	demographics,	





segmentation.	 Consumers	 can	 be	 classified	 as	 recurring	 users	 or	 non-
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The	easiest	way	 to	 identify	market	 factors,	 is	 to	 follow	a	 three-step	process.	The	 first	 step	 is	 to	














these	 segments	 have	 been	 computed,	 the	 next	 step	 is	 to	 determine	 the	market	 potential.	 The	
market	potential	refers	to	the	size	of	the	market	and	the	expected	sales	to	this	market.	The	market	
potential	 looks	at	the	market	as	 if	everyone	 in	the	market	buys	product	or	service.	According	to	
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industry	 to	 change.	 These	 driving	 forces	 may	 include	 competition	 intensifying,	 technological	
evolution	and	innovation,	globalisation,	regulation	changes	or	customer	needs	and	taste	changes	
(Abraham	et	al.,	2012).		
3.3 Financial feasibility 
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linked	with	 the	demand	analysis	and	 these	analyses	are	needed	 for	a	 risk	analysis	and	 finally	 to	
determine	the	ROI	of	a	start-up.	The	ROI	is	the	final	and	perhaps	the	overriding	factor	when	it	comes	
to	feasibility.		







other	 things,	 the	 revenue	 and	 the	 cost.	 This	means	 that	 the	 business	 cannot	 be	 determined	 as	
feasible	without	dependable	cost	estimates	(Stevens	&	Sherwood,	1982).		
There	are	many	different	 types	of	 costs.	Costs	 can	be	 categorised	 together	by	placing	 the	 costs	
together	that	have	the	same	purpose.	This	process	can	be	very	difficult	and	must	be	done	with	care.	
The	specific	application	of	each	cost	is	the	part	that	must	be	understood.	Some	of	these	categories	
will	 be	 instrumental	 when	 developing	 the	 cost	 summary	 that	 will	 help	 determine	 the	 financial	
feasibility	of	a	project.	Table	10	shows	different	types	of	costs.		













to	 stay	 the	 same	 over	 a	 period	 of	 time	
regardless	of	the	activity	levels.	
Rent	and	salaries.	
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Direct	 Costs	 are	 those	 costs	 that	 are	
distinguishable	 with	 a	 particular	 product,	
department	or	activity.	
Direct	 materials,	 commission,	






























fully	 automated	 system	 and	 a	




Opportunity	 costs	 are	 costs	 that	 can	 be	
seen	as	 the	 cost	of	not	 selecting	 the	next	
best	choice	when	investing	resources	in	an	
A	 good	 example	 of	 opportunity	
costs,	is	the	cost	that	would	have	
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in	 the	 financial	 records,	but	 can	be	useful	
when	doing	financial	analysis.	





3.3.2 Sensitivity analysis 
Sensitivity	analysis	is	a	valuable	technique	that	is	used	to	illustrate	how	the	costs	of	a	start-up	will	
be	affected	by	changes	 in	variables	or	by	errors	 in	 the	data	 input.	Sensitivity	analyses	are	often	
referred	to	as	“what	if”	analyses,	because	this	is	the	question	that	a	sensitivity	analysis	aims	to	ask.	










sensitivity	 analysis(Stevens	&	Sherwood,	1982;	 Saltelli	et	al.,	 1999).	 This	 study	does	not	provide	
information	on	different	types	of	models	and	what	models	work	the	best.	
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analysis?	 -	Definition	 from	WhatIs.com,	2010).	A	quantitative	 risk	analysis	 can	be	done	by	using	
various	numerical	methods	that	determine	the	probability	of	various	events	and	the	likely	loses	of	
that	each	of	these	events	can	cause	(Rider	et	al.,	2000;	Vose,	2008)	





3.3.4 Return on investment 
Return	on	investment	or	more	commonly	referred	as	ROI,	is	simply	put	how	much	the	investment	
returns	on	an	annual	basis.	ROI	can	help	to	measure	the	performance	of	an	investment,	start-up	or	








!"#$%&	(&	)&*"+#,"&#	(!./) = 	 2"#	3%(4)#5(#67	)&*"+#,"&# 
Return	on	investment	is	a	popular	and	easy	to	use	metric,	because	it	is	very	versatile	and	simple.	
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place.	 This	 limitation	 can	 be	 prevented	 by	 comparing	 other	metrics	with	 return	 on	 investment.	




3.3.5 Financial analysis 
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The	net	present	value	formula	determines	the	present	value	of	the	net	investment	cost,	estimates	
the	 future	 cash	 flow	as	well	 as	discounting	 the	estimated	 cash	 flows	 to	present	 value	and	 then	
subtracting	the	net	investment	costs	from	the	present	value	of	the	estimated	discounted	cash	flows.	
The	amount	that	is	derived	from	the	formula	can	determine	if	the	investment	is	profitable	or	not.	If	
the	amount	derived	from	the	formula	 is	a	positive	NPV	will	be	profitable	and	 if	 the	amount	 is	a	
negative	 NPV	 will	 result	 in	 a	 net	 loss.	 A	 positive	 NPV	 thus	 indicates	 that	 the	 project	 earnings	













When	 looking	at	the	 internal	rate	of	return	of	an	 investment,	the	higher	the	 IRR,	the	better	this	
investment	will	be.	The	internal	rate	of	return	is	closely	related	to	the	net	present	value,	making	it	
easy	 to	 use	 with	 the	 NVP	 method.	 This	 method	 is	 very	 difficult	 to	 calculate	 without	 software	




that	the	 instead	of	subtracting	the	net	 investment	cost	 from	the	present	value	of	 the	estimated	
discounted	cash	flows,	the	present	value	of	the	estimated	discounted	cash	flows	is	divided	by	the	
net	 investment	costs.	This	method	can	be	seen	as	the	benefit	over	cost	ratio	of	discounted	cash	
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In	 this	 chapter,	 the	 requirements	 that	 were	 subjectively	 extracted	 from	 the	 literature	 to	 help	
develop	 the	 feasibility	 study	 framework	 for	 e-business	 start-ups,	 are	 presented	 and	 explained.	
These	requirements	are	categorised	to	help	further	break	down	into	different	types	of	requirements	
that	could	be	used	to	help	develop	the	framework.	The	literature	in	the	preceding	chapters	provided	





Figure 19 - Chapter 4 layout adapted from Figure 5 
4.1 Need for framework design 
Feasibility	for	start-ups	needs	the	requirements	to	build	the	framework.	This	framework	will	be	the	
result	of	the	research.	 It	 is	 thus	 important	to	ensure	these	requirements	align	with	the	research	
conducted	earlier	as	they	were	aligned	to	the	purpose	of	fulfilling	the	problem	statement.	
4.2 Requirements for framework design 
The	requirements	are	categorised	as	by	the	categorisation	method	created	by	van	Aken	et	al.	(2007)	
and	used	by	Brockmöller	(2008),	Weber	(2011)	and	Krause	et	al.	(2015).	The	following	sub-chapters	
firstly	 explain	 the	 different	 requirement	 categories	 and	 then	 categorise	 the	 requirements.	 The	
requirements	are	stated	under	each	category	with	a	motivation	for	each	requirement.	
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requirements	 categories	 being	 more	 important	 than	 others	 in	 some	 cases.	 Nevertheless,	 each	
requirement	is	important	for	the	framework	and	cannot	be	deemed	more	important	than	another	
requirement	in	the	same	category.		




designed	 for	 a	 liaison	 officer	 with	 the	 ground	 level	 experience	 and	 an	 entrepreneur	 with	 no	
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experience.	The	requirements	in	Table	11	are	verified	in	Chapter	6	to	ensure	that	the	framework	
satisfies	 its	 goal.	 The	 user	 requirements	 with	 its	 motivation	 and	 reference	 to	 its	 extraction	 in	
literature	are	listed	in	Table	11.	




The	 Framework	 should	 consider	 the	 environment	 of	 e-
business	start-ups.	
Motivation	
The	 e-environment	 can	 be	 different	 for	 all	 types	 of	 e-
business	start-ups.	The	difference	between	each	start-up	
can	 be	 tremendous.	 The	 framework	 should	 allow	 for	 e-
business	 start-ups	 that	 differ	 in	 constraints,	 such	 as	
number	of	employees,	access	to	resources,	education,	etc.	

















still	 in	 the	 idea	 phase	 and	 as	 seen	 in	 Section	 2.3.4	 the	
founder	 does	 not	 necessarily	 have	 the	 knowledge	 or	
background	for	a	complex	framework.	
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uncertainty	about	 the	 future	and	 the	possible	 success	of	
the	 start-up	 as	 seen	 in	 Sections	 2.2.3	 and	 2.3.4.	 The	




The	 framework	 should	 provide	 clear	 definitions	 and	
explanations	 for	 at	 least	 a	 liaison	 officer	 to	 understand	
completely.	
Motivation	
In	 other	 words,	 the	 framework	 should	 provide	 enough	
information	 to	 ensure	 correct	 application,	 clear	












The	 framework	 must	 be	 able	 to	 evolve	 as	 the	 e-
environment	evolves.	
Motivation	
With	 the	 ever-changing	 e-environment	 as	 mentioned	 in	
Section	2.1,	there	will	constantly	come	new	factors	that	will	
have	 a	 big	 influence	 on	 e-business	 start-ups.	 This	
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Requirement	ID	 Type	of	requirement	
framework	 must	 also	 be	 able	 to	 evolve	 and	 adjust	 to	
accommodate	new	factors.	
These	requirements	provide	the	basis	to	guide	the	design	of	the	framework	for	the	specific	user’s	
experience.	 The	user	 experience	will	 consist	 of	 constraints	 as	well	 as	 how	 the	user	will	 use	 the	
framework.		
4.2.3 Functional requirements 
The	functional	requirements	provide	the	core	of	the	performance	and	demands	of	the	framework.	
In	 other	 words,	 this	 means	 the	 functional	 requirements	 provide	 the	 guidelines	 of	 what	 the	
framework	must	allow	the	user	to	do.	To	make	this	process	easier	the	functional	requirements	can	
be	 separated	 into	 two	 groups,	 the	 essential-	 and	 the	 desirable	 functional	 requirements.	 The	
essential	 requirements	 of	 the	 framework,	 are	 the	 requirements	 that	must	 be	 addressed	 by	 the	
feasibility	 study	 framework	 for	 e-business	 start-ups	 and	 the	 desirable	 requirements	 are	 the	
requirements	 of	 the	 framework	 that	 do	 not	 place	 strict	 controls	 on	 the	 framework,	 but	 shows	
requirements	that	can	become	best	practice	one	day.	In	other	words,	desirable	requirements	will	
add	 value	 to	 the	 way	 the	 users	 use	 the	 framework,	 but	 the	 framework	 will	 not	 fail	 if	 these	
requirements	are	excluded.	The	functional	requirements	for	the	feasibility	study	framework	for	e-
business	start-ups	with	motivation	are	listed	in	Table	12.		
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Requirement	ID	 Type	of	requirement	



























start-up	 founders	 to	 learn	 about	 the	 e-environment	
that	 they	 will	 start	 their	 business	 in	 as	 well	 as	 the	
market	 demand	 and	 the	 different	 market	 segments	
(Sections	2.1.1	&	3.2.1).	
F5	 Requirement	 Framework	must	determine	potential	ROI.	
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	 It	 is	 important	 that	 the	 framework	 includes	 aspects	
that	 is	 only	 applicable	 for	 e-business	 start-ups,	 to	
ensure	that	 the	 framework	 is	 focussed	on	e-business	







that	 can	 assist	 the	 ideal	 user	 or	 other	 users	 with	




and	 by	 recommending	 tools	 that	 can	 help	 the	 user	
complete	the	framework	it	also	speeds	up	the	process	
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The	 framework	 should	 follow	 and	 effective	 and	
efficient	process	and	design.		
Motivation	
This	 framework	 should	 not	 be	 a	 timely	 process.	 The	
idea	phase	of	 the	start-up	should	not	 take	 too	much	
time.	The	quicker	the	start-up	can	start,	the	better.	This	
should	also	be	a	quick	process	 for	 the	 liaison	officer.	
The	 liaison	 officer	 does	 not	 have	 a	 lot	 of	 time	 and	
needs	 to	 help	more	 than	 just	 one	 start-up	 (Sections	
2.3.4	&	2.2.4).	
F11	 Requirement	
The	 framework	 should	 be	 structured	 that	 a	 start-up	
founder	can	use	the	framework	without	the	help	of	an	
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If	 the	 founder	 is	 not	 a	 first-time	 founder,	 then	 the	










other	 financial	 methods	 can	 contribute	 when	
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conducted	 to	 improve	 the	 accuracy	 of	 the	 demand	










4.2.4 Design restrictions 
The	design	restrictions	of	the	framework	should	provide	the	limits	of	the	design.	In	this	case,	the	
design	restrictions	focus	on	the	preferred	solution	space	of	the	feasibility	study	framework	for	e-
business	start-ups	 that	must	be	designed.	The	design	restrictions	can	 limit	 the	usefulness	of	 the	
framework	making	the	framework	too	narrow	or	too	broad.	The	design	restrictions	for	the	feasibility	
study	framework	for	e-business	start-ups	with	motivation	are	listed	in	Table	13.	




components	 and	 methods	 to	 reach	 the	 objective	 of	 the	
framework,	 but	 should	 be	 complete	 enough	 to	 suggest	
sufficient	components	that	can	help	to	achieve	the	goal	of	the	
feasibility	study	framework	for	e-business	start-ups.	
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by	 recommending	 components	 that	 can	 help	 the	 user	
complete	 the	 framework.	 Although	 not	 meant	 to	 be	 an	








The	 focus	 of	 the	 framework	 should	 be	 only	 relevant	 to	 e-



















potentially	 feasible	 does	not	mean	 that	 the	 start-up	will	 be	
successful.	There	are	a	lot	of	other	factors	that	also	play	a	role	
in	the	survival	of	a	start-up.	
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Africa,	 but	 may	 have	 some	 principles	 or	 suggested	
components	 can	 be	 applicable	 for	 e-business	 start-ups	 in	
other	countries.	
Motivation	
E-business	 start-ups	 in	 other	 countries	 have	 a	 different	
landscape	 and	 thus	 have	 different	 characteristics	 than	 e-
business	start-ups	in	South	Africa.	The	framework	should	be	
relevant	 for	 e-business	 start-ups	 in	 South	 Africa.	 E-business	
start-ups	 in	 other	 countries	 will	 still	 be	 able	 to	 use	 the	
framework	to	some	extent.	
4.2.5 Attention points 
The	attention	points	of	the	framework	are	requirements	that	are	relevant	to	the	design	and	should	
be	noted,	but	differ	 from	 the	design	 restrictions	of	 the	 framework.	The	attention	points	do	not	
constrain	 the	 design	 of	 the	 framework,	 because	 they	 are	 not	 hard	 requirements.	 The	 attention	
points	 for	 the	 feasibility	 study	 framework	 for	 e-business	 start-ups	 with	 motivation	 of	 each	
requirement	are	listed	in	Table	14. 
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An	 e-business	 start-up	 can	be	 any	 type	of	 business	with	 an	







is	 no	 clear	 expert	 in	 the	 field	 of	 feasibility	 studies.	 This	













The	 framework	 must	 not	 be	 used	 by	 investors	 or	 other	
stakeholders	 to	 determine	 the	 potential	 feasibility	 of	 an	 e-
business	start-up.	
4.2.6 Boundary conditions 
The	boundary	conditions	are	more	rules	of	use	than	requirements.	This	means	that	the	boundary	
conditions	must	be	met	unconditionally	for	the	design	of	the	framework.	The	boundary	conditions	
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potential	 feasibility	 of	 e-business	 start-ups.	 The	 process	 as	









Nobody	 should	 be	 exploited	 or	 overpowered	 by	 the	 other	
involved	party.	The	framework	should	be	used	with	the	aim	of	
benefitting	both	parties	involved	(Weber,	2011).	
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The	 fundamental	 difference	 between	 a	 technology	 start-up	
and	 an	 e-business	 as	 explained	 in	 Section	 2.1.2	 is	 the	
technology.	An	e-business	does	not	build	new	technology,	 it	
uses	technology	that	already	exists.	
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5 FEASIBILITY	 STUDY	 FRAMEWORK	 FOR	 E-BUSINESS	
START-UPS	
The	 research	 objective	 is	 to	 create	 a	 feasibility	 framework	 for	 e-business	 start-ups	 that	 can	
determine	 the	possible	 feasibility	of	 an	e-business	 start-up	before	 the	 start-up	has	 left	 the	 idea	
phase.	 	Chapter	5	documents	the	development	of	the	feasibility	study	framework	for	e-business	
start-ups.	Requirements	for	the	framework	were	set	out	in	Chapter	4	and	were	constructed	by	an	




illustrative	 example	 of	 the	 framework	 follows	 in	 Section	 5.3.	 Figure	 20	 summarises	 the	 chapter	
layout	and	mentions	the	sub-research,	as	seen	in	Section	1.3	that	is	addressed	in	this	chapter.	
	
Figure 20 - Chapter 5 layout adapted from Figure 5 
5.1 Introduction 
The	 introduction	 briefly	 explains	 the	 objectives,	 the	 ideal	 users	 and	 the	 methodology	 of	 the	
framework.	It	is	important	to	understand	all	these	sections	before	the	framework	creation	process	
can	be	explained	in	Section	5.2.	
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As	mentioned	in	Section	1.2	there	is	a	real	lack	of	feasibility	study	examples	and	guidelines	and	this	
highlights	 the	 need	 for	 a	 feasibility	 study	 framework	 for	 e-business	 start-ups.	 There	 is	 no	
predominant	expert	in	this	field	of	study	and	no	clear	academic	research	that	shows	the	correct	way	
of	conducting	a	feasibility	study	for	e-business	start-ups.	
Recently,	 start-ups	have	grown	more	and	more	popular	and	 it	 is	 starting	 to	become	part	of	 the	
current	economy	(Section	2.1.1).	With	the	high	failure	rate	as	well	as	the	difficulty	of	starting	an	e-
business	 start-up	 the	 feasibility	 study	 framework	 for	 e-business	 start-ups	 can	 be	 used	 by	 the	
founders	of	the	start-up	to	increase	the	chances	of	survival.	
With	 the	 increase	 in	 start-up	 popularity,	 there	 has	 been	 an	 increase	 in	 the	 growth	 of	 start-up	
incubators.	As	 seen	 in	 Section	2.2.4	 start-up	 incubators	 can	also	 contribute	by	 filtering	 the	 vast	
number	of	start-ups	that	apply	for	incubation.	This	tedious	task	has	not	been	streamlined	by	a	very	









of	 an	 e-business	 start-up.	 By	 answering	 the	 research	 questions	 in	 Section	 1.3,	 the	 framework	
reached	the	research	objective.		




Even	though	the	framework	 is	designed	for	start-ups,	 the	 ideal	user	 is	not	necessarily	a	start-up	
founder.	To	use	the	framework	with	the	best	possible	outcome,	the	user	of	the	framework	must	at	
least	have	background	or	experience	 in	 the	e-business	 start-up	environment.	This	makes	 it	 very	
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The	 third	 and	 final	 potential	 user	 can	 be	 investors.	 Investors	 can	 ask	 start-ups	 that	 they	 are	
interested	in	for	potential	funding,	to	complete	the	framework.	This	can	help	investors	and	start-
ups	with	potential	early	stage	funding.	
5.1.3 Framework methodology 
The	methodology	followed	to	create	the	feasibility	study	framework	for	e-business	start-ups	was	
followed	to	create	a	framework	that	can	evolve	over	time	as	the	e-environment	changes.	The	e-
business	 start-up	 environment	 is	 an	 ever-changing	 environment	 that	 changes	 as	 technology	
develops	 and	 innovation	 is	 used	 to	 improve	 current	 processes.	 Section	 2.1.1	 explains	 the	 e-
environment	and	how	easy	it	can	change.	In	Section	4.2.2,	it	 is	also	mentioned	as	a	requirement	





the	 feasibility	 for	 this	 research	 study.	 After	 an	 extensive	 literature	 review,	 the	 framework	
requirements	are	set	up	according	to	the	method	created	by	van	Aken	et	al.	(2007)	and	used	by	
Brockmöller	 (2008),	 Weber	 (2011)	 and	 Krause	 and	 Schutte	 (2015).	 The	 requirements	 for	 this	
research	study	was	created	 in	Chapter	4.	The	 framework	 requirements	are	used	as	 the	building	
blocks	of	 the	 framework.	 If	 something	 a	new	 component	 arises	 that	 affects	 the	 feasibility	 of	 e-
business	start-ups,	it	must	be	added	as	a	requirement	before	it	is	added	in	the	framework.	After	the	
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The	 framework	 creation	 process	 as	 illustrated	 in	 Section	 5.2.2	 to	 Section	 5.2.6	 shows	 all	 four	
component	groups	linked	together	with	a	mutual	component,	namely	market	potential.	The	market	









potential	 feasibility	 of	 an	 e-business	 start-up.	 These	 components	 are	 clearly	 mentioned	 in	 the	
essential	functional	requirements	for	a	feasibility	study	framework	in	Section	4.2.3.	
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As	 mentioned	 in	 Section	 5.1.3,	 the	 framework	 methodology	 was	 set	 up	 to	 consider	 the	 ever-
changing	environment	of	 e-businesses.	 If	 any	 there	are	any	 changes	 in	 the	e-environment,	new	
components	that	affect	the	feasibility	of	e-business	start-ups	can	arise.	These	components	can	be	
added	to	the	framework	by	adding	a	new	step	to	the	framework.		
5.2.2 Feasibility study framework creation process step 1 
The	framework	creation	process	starts	with	the	most	important	factor	for	determining	the	potential	
feasibility	of	an	e-business	start-up,	the	ROI.	Step	1,	Figure	21	illustrates	all	the	components	needed	













be	 the	marketing	cost.	Marketing	cost	 is	a	 component	used	 in	 step	1	as	well	 as	 step	3	 that	are	
explained	in	Section	5.2.4.	To	determine	the	gross	profit,	the	revenue	and	cost	of	goods	are	used.		




it	 essential	 for	 the	 Market	 potential	 to	 be	 determined	 before	 the	 ROI	 component	 can	 be	
determined.	
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Figure 21 - Step 1 of the framework creation process
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5.2.3 Feasibility study framework creation process step 2 
Step	 2	 of	 the	 framework	 creation	 process	 starts	 with	 the	 second	 most	 important	 factor	 for	
determining	the	potential	feasibility	of	an	e-business	start-up,	the	demand	analysis.	Step	2,	Figure	




These	 components	 are	 explained	 in	 Section	 3.2.1.1	 and	 Section	 3.2.1.2	 respectively.	 Both	 these	
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Figure 22 - Step 2 of the framework creation process
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5.2.4 Feasibility study framework creation process step 3 




The	 acquisition	 cost	 on	 the	 right	 side	 of	 the	 framework	 is	 divided	 into	 two	 components,	 the	
marketing	cost	and	the	number	of	conversions.	This	 is	explained	in	Section	2.1.5.	The	number	of	
conversions	 is	 the	 component	 that	 links	 acquisition	 cost	 to	 the	 central	 component,	 Market	
potential.	As	mentioned	 in	Section	5.2.2,	 the	component	marketing	cost	 is	used	 in	step	1	of	 the	
framework	creation	process	as	well	as	 in	step	3.	This	component	 links	the	return	on	 investment	
component	with	the	acquisition	cost	component.		
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Figure 23 - Step 3 of the framework creation process 
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are	 requirements	 F12,	 F13,	 F14	 and	 F15	 from	 Section	 4.2.3	 and	 requirements	U1	 and	U2	 from	
Section	4.2.2.	Requirements	F12	–	F15	are	all	desirable	 functional	 requirements,	as	explained	 in	
Section	4.2.3.		
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Figure 24 - Step 4 of the framework creation process 
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Figure 25 - Step 5 of the framework creation process
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5.3 Framework method and illustrative example 
Section	5.3	consists	of	five	phases.	Each	phase	explains	how	a	step	of	the	framework	is	used	with	










the	 framework	must	 be	 set	 up	 to	 be	 user	 friendly,	 straight-forward	 and	 have	 an	 effective	 and	
efficient	process.	To	make	the	framework	as	user	friendly	and	straight	forward	there	must	be	an	
effective	 and	 efficient	 process	 that	 needs	 to	 be	 followed.	 Therefore,	 the	 five-phase	 framework	
methodology	is	set	out	to	help	the	user	of	the	framework.	
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segment,	 people	 older	 than	 65,	 will	 be	 left	 out	 of	 the	 potential	 market,	 because	 of	 their	 low	
technology	adoption	rate.		
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5.3.2 Phase 2 
Phase	2,	Figure	27,	of	the	framework	methodology	will	compute	the	acquisition	cost	of	customers.	
This	component	affects	the	market	potential	by	looking	at	the	percentage	of	market	that	will	be	
converted	 by	 the	 marketing.	 Acquisition	 cost	 consists	 of	 two	 components	 namely	 number	 of	
conversions	 and	marketing	 cost.	 The	 number	 of	 conversions	 component	 links	 with	 the	market	
potential.	Marketing	cost	will	be	used	during	phase	4	of	the	framework	methodology.		
	
Figure 27 - Phase 2 of the framework methodology 
The	market	potential	of	Sxuirrel	 is	currently	a	R100	million,	 this	market	potential	will	be	 further	
reduced.	The	reason	for	this	is,	that	Sxuirrel	is	a	start-up	with	a	limited	marketing	budget	and	not	
the	entire	market	potential	will	be	converted	into	users.	If	Sxuirrel	aims	to	get	a	good	conversion	
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5.3.3 Phase 3 
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5.3.4 Phase 4 
The	 fourth	phase	of	 the	 framework	methodology	computes	 the	ROI.	This	 is	 the	most	 important	
component	and	will	be	used	as	the	main	factor	when	determining	the	potential	feasibility	of	an	e-
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5.3.5 Phase 5 
The	 final	 phase	 of	 the	 framework	methodology,	 is	 a	 look	 at	 the	 whole	 framework	 and	 all	 the	
components	 that	 are	 outside	 the	 framework.	 This	 is	 an	 important	 phase	 that	 will	 ultimately	
determine	the	potential	feasibility	of	an	e-business	start-up.		
	
Figure 30 - Phase 5 of the framework methodology 
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acquisition	 cost	 that	 is	 not	 to	 high	 and	 a	 good	 customer	 life	 cycle	 Sxuirrel	 can	 be	 classified	 as	
potentially	feasible.	
5.3.6 Illustrative case study result 
The	 illustrative	 case	 study	 done	 on	 Sxuirrel,	 determined	 that	 Sxuirrel	 will	 be	 feasible.	 A	 lot	 of	
assumptions	had	to	be	made,	but	the	whole	case	study	illustrated	the	practicality	of	the	framework.	
However,	the	case	study	only	focussed	on	the	demand	side	of	the	start-up.	The	framework	did	not	
incorporate	 the	 supply	 side	 of	 the	 e-business	 start-up.	 The	 framework	 can	 be	 adjusted	 to	
incorporate	the	supply	side	of	an	e-business	start-up	in	future	research.		
5.4 Conclusion to Chapter 5 
This	 chapter	 explained	 the	 creation	 process	 of	 the	 framework	 step	 by	 step.	 By	 including	 the	
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6 VERIFICATION	 AND	 VALIDATION	 OF	 THE	 FEASIBILITY	
STUDY	FRAMEWORK	FOR	E-BUSINESS	START-UPS	
This	 chapter	 deals	 with	 a	 verification	 and	 validation	 process	 that	 seeks	 to	 establish	 that	 the	
framework	 has	 achieved	 the	 stated	 goals	 of	 this	 study.	 Focussing	 on	 the	 set-out	 framework	
requirements,	this	chapter	ensures	that	the	framework	satisfies	the	set-out	requirements	through	






Figure 31 - Chapter 6 layout adapted from Figure 5 
6.1 Verification of the feasibility study framework for e-business start-
ups 
The	difference	 between	 the	 verification	 and	 the	 validation	 of	 a	 framework	 can	 be	 explained	 as	
follows.	Verification	is	building	the	system	right	and	verification	is	checking	whether	the	right	system	
was	built	(Boehm,	1984).	Certain	specifications	were	set	out	before	the	framework	was	built	and	
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or	 by	 a	 specific	 step	 in	 the	 framework	 creation	 process.	 The	 verification	 process	 was	 done	 by	
comparing	 each	 requirement	 to	 an	 applicable	 stage	 to	 test	whether	 the	 requirement	 has	 been	
satisfied.			
6.1.1 User requirements 
The	user	requirements,	provided	in	Section	4.2.2,	affect	the	framework	as	a	whole.	In	some	cases,	
there	are	certain	steps	of	the	framework	creation	process	that	are	affected	by	these	requirements.	
Table	16	 illustrates	 the	verification	of	 the	satisfaction	of	 the	user	 requirements	 in	 the	 feasibility	
study	framework	for	e-business	start-ups,	by	showing	exactly	where	the	requirements	are	satisfied.	























P P P P




U3	 -	 The	 framework	 should	 be	 user	
friendly	and	straight	forward.	
P




U5	 -	 The	 framework	 should	 provide	
clear	definitions	and	explanations	for	
P
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all	 the	 different	 sectors	 of	 the	 e-
business	landscape.		
	 	 	 	 P	 P	
U7	-	The	framework	must	be	able	to	
evolve	as	the	e-environment	evolves.	
	 	 	 	 	 P	



























an	 e-business	 start-up	 will	 have	 the	
potential	to	be	feasible.		
	 	 	 	 P	 	
F2	-	The	framework	should	support	the	
continued	use	of	the	framework.	
P	 P	 P	 P	 P	 	
F3	 -	 The	 framework	 must	 provide	
enough	 information	 to	 help	 an	 e-
business	start-up	determine	what	it	will	
take	to	potentially	be	feasible.	
	 	 	 	 P	 	
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P	 P	 P	 P	 P	 	
F5	 -	 Framework	 must	 determine	
potential	ROI	
P	 	 	 	 	 	
F6	 -	 To	 help	 determine	 the	 ROI	 it	 is	
important	 to	 determine	 the	 Demand	
analysis.	
	 P	 	 	 	 	
F7	-	Framework	needs	to	include	other	
important	 aspect	 that	 make	 it	
applicable	 for	 specifically	 e-business	
start-ups	 (Acquisition	 cost.	 Customer	
life	cycle	etc.).	
	 	 P	 	 	 	
Desirable	framework	requirements	
F8	-	The	framework	should	recommend	
extra	 components	 that	 can	 assist	 the	
ideal	 user	 or	 other	 users	 with	
determining	the	potential	 feasibility	of	
an	e-business	start-up.	
	 	 	 P	 	 	
F9	-	The	framework	should	be	useable	
for	 start-ups	 that	 are	 past	 the	 idea	
phase.	
	 	 	 	 	 P	
F10	-	The	framework	should	follow	and	
effective	 and	 efficient	 process	 and	
design.		
	 	 	 	 	 P	
F11	 -	 The	 framework	 should	 be	
structured	 that	a	 start-up	 founder	can	
use	the	framework	without	the	help	of	
an	 incubator	 liaison	 if	 the	 founder	has	
the	necessary	knowledge.	
	 	 	 	 	 P	
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F12	 -	 Framework	 must	 at	 least	
determine	one	of	the	following	to	assist	
the	ROI	–	NPV,	IRR,	PVI.	
	 	 	 P	 P	 	
F13	-	The	framework	should	determine	
a	 risk	 analysis	 as	 well	 as	 sensitivity	
analysis,	 to	 ensure	 a	 more	 accurate	
result.	
	 	 	 P	 P	 	
F14	 -	 The	 framework	 should	 consider	
the	e-customer	behaviour.			
	 	 	 P	 P	 	
F15	-	A	competitor	analysis	and	industry	
overview	 must	 be	 conducted	 to	
improve	 the	 accuracy	 of	 the	 demand	
analysis	 and	 give	 the	 founder	 more	
informed	 about	 how	 to	 enter	 the	
market.		
	 	 	 P	 P	 	
6.1.3 Design restrictions 
The	design	restrictions	provided	in	Section	4.2.4	affect	the	framework	as	a	whole.	In	some	cases,	
there	are	certain	steps	of	the	framework	creation	process	that	are	affected	by	these	requirements.		
Table	18	 illustrates	 the	verification	of	 the	 satisfaction	of	 the	design	 restrictions	 in	 the	 feasibility	
study	framework	for	e-business	start-ups,	by	showing	exactly	where	the	requirements	are	satisfied.		




















R1	 -	 The	 framework	 is	 not	 meant	 to	
include	 an	 exhaustive	 set	 of	
components	and	methods	to	reach	the	
objective	of	the	framework,	but	should	
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R2	 -	 The	 framework	 is	 intended	 for	 e-
business	start-ups,	but	some	principles	






R3	 -	 The	 framework	 is	 not	 a	 legal	 or	
legislative	 guide.	 This	 type	 of	 guide	
requires	specialists.		
The	 framework	 assumes	 that	 the	 user	 of	 the	 framework	 would	 know	 the	 legislative	
requirements	 for	 their	 decisions	 and	where	 necessary,	 that	 they	would	 know	when	 to	
obtain	an	opinion	from	a	legislative	specialist	in	the	field.	
R4	-	The	framework	does	not	guarantee	











R6	-	 	The	framework	 is	 intended	for	e-
business	 start-ups	 in	 South	 Africa,	 but	
may	have	some	principles	or	suggested	
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A2	 -	 Feasibility	 study	 frameworks	 are	 not	
easily	available	and	there	is	no	clear	expert	
in	 the	 field	 of	 feasibility	 studies.	 This	
framework	 was	 set	 up	 without	 clear	
guidelines	 of	 how	 to	 create	 a	 feasibility	
study.	
The	 literature	 where	 all	 three	 research	 domains	 overlap	 are	 very	 limited.	 The	
literature	 of	 the	 domains	 was	 synthesised	 from	 the	 elaborative	 research	 without	
proper	guidelines	to	set	up	the	guidelines	that	was	used	to	create	the	framework.	
	
A3	 -	 The	 framework	 should	 be	 used	 to	
determine	the	potential	 feasibility	of	an	e-
business	start-up	 for	 the	 founder	of	 the	e-
business	start-up.		
The	founder	 is	 the	main	stakeholder	 in	the	e-business	start-up	and	will	benefit	 the	
most	 from	 using	 the	 framework.	 Thus,	 the	 framework	 must	 be	 used	 to	 help	 all	
stakeholders,	but	the	founder	must	be	the	main	beneficiary.	
6.1.5 Boundary conditions 
The	design	restrictions,	provided	in	Section	4.2.6,	affect	the	framework	as	a	whole.	In	some	cases,	
there	are	certain	steps	of	the	framework	creation	process	that	are	affected	by	these	requirements.	
Table	20	 illustrates	 the	verification	of	 the	 satisfaction	of	 the	design	 restrictions	 in	 the	 feasibility	
study	framework	for	e-business	start-ups,	by	showing	exactly	where	the	requirements	are	satisfied.		




































The	 framework	was	 built	 to	 improve	 e-business	 start-up	 survival,	 ensuring	 that	 all	
involved	parties	benefit	from	the	framework. 
B4	 -	 The	 framework	 assumes	 that	 the	




		 		 		 		
P P 
6.1.6 Verification conclusion 
Each	of	the	34	requirements	in	Chapter	4		have	been	shown	to	be	satisfied	through	the	completion	
of	the	Step	in	the	process	as	seen	in	Section	6.1.	Section	6.1	also	shows	where	the	requirements	
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6.2 Validation of feasibility study framework for e-business start-ups 
The	validation	of	the	framework	 is	evaluating	 if	the	correct	framework	has	been	developed.	The	












6.2.2 Interview validation 
The	 second	 part	 of	 the	 validation	 process	 was	 done	 by	 interviewing	 industry	 experts.	 The	




that	 the	data	collected	was	 reliable,	comparable	and	qualitative.	The	 interview	also	allowed	the	
interviewees	to	express	their	views	freely	(Whiting,	2008).	
Each	 interviewee	was	given	a	presentation	on	 the	 framework	as	seen	 in	Appendix	A	 -	 Interview	
presentations	November	2017.	The	interviewee	was	also	allowed	to	ask	any	questions	during	the	
presentation	 to	 ensure	 that	 each	 interviewee	 understood	 the	 framework	 completely.	 Each	
interview	had	an	allocated	time	of	30	minutes	and	this	was	enough	time	for	all	the	interviews,	but	
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Table 22 - Professionals interviewed 
Date	 Interviewee	



























provide	 a	 good	 view	 from	 an	 international	
perspective.		
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Date	 Interviewee	
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pointing	 from	 revenue	 towards	 the	 central	 component	 market	 potential.	 The	 arrows	 must	 be	
changed	to	point	from	market	potential	towards	revenue,	to	support	the	flow	of	the	framework.	
The	final	comment	was	to	look	at	the	framework	components	in	phase	5	that	does	not	affect	the	
framework	 in	 another	way.	 Each	 user	 that	 uses	 the	 framework	 can	use	 their	 own	discretion	 to	
decide	what	factors	are	necessary	to	include	in	the	framework.		
6.2.2.8 Other	valuable	comments	
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6.3 Results and discussion 

















mentioned	 by	 more	 than	 one	 of	 the	 interviewees.	 Based	 on	 the	 frequent	 mentioning	 of	 the	
framework	not	including	the	competitor	analysis,	the	framework	will	be	adjusted	to	incorporate	this	
component.		




in	 Section	 4.2.3	 the	 framework	 must	 be	 built	 to	 support	 continuous	 use.	 This	 means	 that	 the	
framework	was	built	to	support	iteration,	even	though	it	is	not	clearly	seen	in	the	framework.		
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6.4 Framework changes  




Figure 32 - Changed framework 
The	 framework	 improvements,	 mentioned	 in	 Section	 6.3,	 resulted	 in	 an	 altered	 and	 improved	
framework.	The	arrows	 that	 lead	 from	market	potential	 to	 the	 return	on	 investment	have	been	
changed	to	 improve	 the	 flow	of	 the	 framework.	The	competitor	analysis	has	been	added	to	 the	
demand	analysis	to	improve	the	factors	that	the	framework	takes	into	account	when	determining	
the	demand	analysis.	The	start	and	end	points	of	the	framework	have	been	clearly	marked.	The	final	
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change	 that	 was	 made	 to	 the	 framework,	 is	 the	 level	 of	 importance	 of	 the	 components.	 The	
importance	of	the	components	can	be	measured	by	the	size	of	each	component	on	the	framework.		
6.5 Conclusion to Chapter 6 
This	 chapter	 illustrated	 the	 verification	 and	 validation	 process	 that	 was	 followed	 to	 verify	 the	
creation	 process	 of	 the	 feasibility	 study	 framework	 for	 e-business	 start-ups	 and	 to	 validate	 the	
framework.	The	verification	and	validation	process	shows	whether	the	framework	has	answered	
the	research	question	or	not	and	is	important	to	draw	a	conclusion	(Chapter	7).
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Figure 33 - Chapter 7 layout adapted from Figure 5 
7.1 Overview 
E-business	start-ups	have	a	very	high	failure	rate	within	the	first	five	years	of	operation.	One	of	the	
reasons	 that	 contributes	 to	 the	 high	 failure	 rate,	 is	 the	 poor	 evaluation	 of	 the	 idea	 early	 on.	 A	
solution	that	can	help	prevent	this	problem,	can	be	by	conducting	a	feasibility	study.	However,	there	
are	no	clear	guidelines,	or	a	proper	framework	for	conducting	a	feasibility	study	framework	for	e-








The	 research	 followed	 a	 method	 that	 will	 allow	 the	 framework	 to	 evolve	 with	 time	 as	 the	 e-
environment	changes	due	to	new	technology	and	innovation.	The	systems	engineering	process	was	
followed	 to	 reach	 this	objective.	 The	 set	of	 32	 requirements	 that	needed	 to	be	 satisfied	by	 the	
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design	 restrictions,	 attention	 points	 and	 boundary	 conditions.	 Finally,	 the	 framework	 and	 its	
requirements	were	verified	and	validated.	
The	three	research	domains,	namely	e-business,	start-up	and	feasibility	study	were	investigated	to	




the	 creation	 process	 was	 completed,	 the	 framework	 was	 ready	 to	 start	 improvements	 and	
validation.	The	feasibility	study	framework	consists	of	five	phases	that	can	be	followed	to	determine	
the	potential	feasibility	of	an	e-business	start-up.	
7.2 Methodology execution 
The	research	study	followed	the	systems	engineering	approach	that	broke	down	the	main	research	
question	 into	 sub-research	 questions	 in	 Section	 1.3.	 These	 sub-research	 questions	were	 broken	
down	to	highlight	the	fields	of	study,	the	research	domains,	and	to	ensure	that	the	literature	was	
focussed	and	specific.		The	sub-research	question	also	ensured	that	the	framework	requirements	
could	 be	 extracted	 from	 the	 literature	 to	 create	 the	 framework	 that	 will	 lead	 to	 the	 research	
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and	 the	 failure	 to	 solve	 this	 problem	 by	 the	 lack	 of	 available	 feasibility	 study	 guidelines	 or	
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The	 feasibility	 study	 framework	 for	 e-business	 start-ups	 will	 not	 be	 successful	 in	 all	 its	
implementations,	because	it	does	not	cater	for	market	places	start-ups.	Market	place	start-ups	are	
still	e-businesses.	This	does	not	mean	that	the	framework	failed	its	objective.	The	framework	was	
built	 to	 evolve	 as	 technology	 or	 innovation	 change	 the	 e-environment.	 The	 framework	 can	 be	
changed	to	incorporate	the	supply	side	of	market	place	start-ups.		
7.5 Recommendations for future research 
The	ever-changing	environment	of	e-business	start-ups	has	made	it	possible	for	future	work	as	well	
as	the	progression	of	research.	The	recommendations	for	future	work	that	have	resulted	from	this	
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Appendix	B	-	Interview	transcripts	
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4. Would	these	factors	be	adequately	addressed	by	the	framework?	












discussion.	The	 iteration	process	or	validation	process	 is	missing	 for	me.	Use	this	 framework	and	
have	a	little	bit	of	assumptions	and	use	your	ideas	in	certain	ways,	but	you	still	need	to	go	and	test	
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Supervisor(s):		 Mr	D	Kennon	
Topic:	 	 	 A	Feasibility	Study	Framework	for	E-Business	Start-ups	
Interviewee:	 	 JD	Nel	
Rationale	for	interview:	
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Master’s thesis interview – Brandon Paschal 
Enrolled:		 	 MEng	(Engineering	Management)	(Full	Time)	
Name	and	surname:	 Hendrik	Johannes	Bam	
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Topic:	 	 	 A	Feasibility	Study	Framework	for	E-Business	Start-ups	
Interviewee:	 	 Brandon	Paschal	
Rationale	for	interview:	
Brandon	Paschal	 is	a	 liaison	officer	at	the	Stellenbosch	University	Launchlab	 incubator.	He	works	
with	e-business	start-ups	daily	and	has	a	MBA.	Brandon	has	visited	other	incubators	world	wide	and	
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Yes,	it	would,	but	there	is	a	lot	of	assumptions	that	need	to	be	tested.	So,	someone	coming	in	with	
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exercise.	Frameworks	are	no	good	 if	you	don’t	have	 real	data	behind	 them.	 I	 totally	 support	 the	
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5. What	do	you	think	the	 framework	does	not	address	which	would	result	 in	 it	 failing	 in	 its	
objective?	
The	competitor	analysis.	I	suppose	you	have	to	kind	of	asses	how	likely	or	easy	it	is	to	get	funding.	
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will	 validate	a	 lot	of	 your	assumptions,	because	a	 lot	of	 ecommerce	 companies	don’t	 invent	 the	
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Topic:	 	 	 A	Feasibility	Study	Framework	for	E-Business	Start-ups	
Interviewee:	 	 Graham	Lombard	
Rationale	for	interview:	
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until	 8	 am	weekdays	 and	weekends,	 of	 course	 to	 do	 the	 job	 and	 that	 is	 not	 always	 suitable	 for	
everybody	wanting	to	use	the	business.	I	also	believe	that	cost	is	a	big	factor,	due	to	the	fact	that	
capitol	is	not	always	available	and	due	to	the	fact	that	you	have	to	risk	it	to	enter	the	market	and	to	






5. What	do	you	think	the	 framework	does	not	address	which	would	result	 in	 it	 failing	 in	 its	
objective?	
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